1.1
Introduction In today's competitive environment, the concept of customer service management has played strategic roles in the improving, managing, retaining and developing customers' loyalty. When industry, manufacturing and large cities began to grow, the service industry began to gain ground. Due to the changing economic trend, the outlook of business activities have significantly changed and shifted from a high reliance on manufacturing companies to focus on providing timely and quality service delivery. The age of the service economy has been alive and strong for sometime now. Therefore, in order to provide quality service to customers in this present time, organizations must have appropriate and comprehensive knowledge of who they are meant to offer services to, what form of service should be delivered and in the case of this study, what they want their end product to be. In an attempt to resolve the question on what form of service should be rendered to customers, Davis & Heineke (2003) noted that, Services are intangible (Alam and Khokhar, 2006 )and therefore more difficult for both service providers and the customers to measure and evaluate objectively. They went on to say that services are produced and consumed simultaneously, meaning that either the customer or a possession of the customer is involved in the process while the service is being delivered. Aronould, Price and Zinkhand (2004) posited that no organization can provide essential and quality service delivery without the requisite to understand further than the basic characteristics of services and what they value.
The concept of customer service has been defined by different people with different connotations. However depending on an organization's focus such as retailing, industry, manufacturing or service the goals of providing customer service may vary. In fact, we often use the term service industry as if it were a separate occupational field unto itself; in reality, most organizations provide some degree of customer service. Bolaji (2009) defined customer service as the capability of wellinformed, consistent, proficient and passionate employees to provide/offer products and services with a view of identifying and satisfying the needs, demands, values and expectations of the consumers/customers (Ehigie, 2006) . Every organization, especially in the telecommunication sectors, has to take into consideration how best to serve its potential and current customers if it intends for such customers to retain it's product or service. The development and expansion in the telecommunication industry today has paved way for economic development and satisfaction. The most important development and discovery is the wireless telephone system, which comes in either in fixed wireless telephone lines or the Global System of Mobile Communications (GSM) of which Nigeria is not left out. It reveals the history of customer service and in lieu discuss the need for quality service to customers. It aims to establish the relevance and significance of customer satisfaction in the realization of effective customer service and also to determine what effect customer service has on customers retaining their GSM SIM Packs. Hence, the study will showcase the influence of quality customer service as a tool for competition and success among GSM operators.
Basically, the research work aims at providing answers to the following questions which are:
1. In what ways has the history/development of customer service improve the need for quality service to customers?
2. What is the relevance and significance of customer satisfaction to the realization of effective customer service?
3. In what ways has the relationship between customer satisfaction influences service quality in its relation to achieving effective customer service?
4.
To what extent has customer service influences customers retaining their GSM SIM Packs?
5. How has the quality of customer service been useful in facilitating competition and success among GSM operators?
Significance of the study
The research will be beneficial to all service organization especially the telecommunication sectors as it emphasized the need and encourage the establishment of policy guidelines on the efficient and effective customer services and relationship programme. The study shall have a great impact on individuals, management, large corporations, universities, organization, customers/subscribers, government and the society at large. Subsequently, it will enhance and the society at large. Subsequently, it will enhance good suggestions for achieving quality customer service that will facilitates customers' retention and loyalty. Moreover, the study shall provide framework which will assist business organization and the society as a whole on how to evolve an enduring customer relationship management and programmes capable of assuring that customers retain their GSM SIM Packs which subsequently will lead to operational excellence, competitive/distinctive advantage and success among GSM operators. It will help managers of various telecommunication organizations to generate ideas and solution to customers based problems. Finally, it will be of great value to management, researchers, investors, government and students as a point of reference and will equally form the basis for further research study.
Literature Review
Many attempts have been made to define the term customer service. Many individuals, authors and write-ups have defined customer service from their own different perspectives. But the word, customer service cannot be properly quantified without first defining it in its separate form. The growth in services, especially n the industrialized nations of the world, has reached a point where services now comprise the vast majority of their economies. Consequently, services can no longer be ignored or relegated to third-class status (Davis, Heineke, 2003 
Customers' Retention
Customer retention is the action or movement an organization undertakes for the main purpose of reducing consumers' anxiety and fear about a product or service in order to increase the lifespan of a customer. The success in achieving customers' retention begins with the needs identification (Kassim and Abdullah, 2010), the level of satisfaction which continues throughout the entire lifetime of a relationship (Kandampully and Suhartanto, 2000) . The ability of every establishment of organization to entice, retain current customers and attract new customers is not only connected to its item for consumption or services, but essentially associated with the image and reputation it creates within and across the marketplace. Customer retention goes beyond satisfying the present expectations of the customers instead it is helpful in anticipating their expectations so that they become loyal supporters and promoters for the company's brand. To survive in a global and competitive environment, it becomes imperative for organizations to offer and deliver a consistent high standard of customer service.
In the recent times, it has been demonstrated that average business organizations loses around 30 percent of its customers due to their level of insensitivity to customer relationships. Paradoxically, most business organizations invest huge amount of money, time, struggle and work/strength in developing and maintaining customer relationship. But as soon as they experience expansion and sales growth, they eventually neglect, ignore the customer while pursuing more businesses and let the established relationship fade away. Han, Kwortnik and Wang (2008) posited that the simplest way to develop a business is to maintain and keep the customers. Business development and expansion is determined by how best an organization can keep and retaining their current customers (Gee, Coates and Nicholson, 2008 error-free-delivery process and employing exceptional persons to deliver better customer service (Kassim and Abdullah, 2010), etc.
The incessant hunt of operational distinction in keeping customers becomes essential when the customers inform others how well they were treated when doing business with them. Jones, Beatty and Mothersbaugh (2002) adduced that customers' retention involves keeping in touch and building relationships with the customers through the various means of communications such as mails, phone calls, letters, special gifts/offers, follow-ups, and cards or notes with a personal touch (Bowen and Chen, 2001 (Naeem and Saif, 2009 ) and expectation of the consumers (Kotler, 2003) . Hence, customers are always attracted to organizations who are transparent, consistent, truthful, direct/open and honest with them, and also genuinely show affection and interest in them. The survival of every organization therefore becomes a dependent factor on customers' satisfaction, loyalty and retention.
Studies demonstrate that generating new customers are often costly and expensive than maintaining or retaining an existing one. Studies have revealed that improvement in customer servoice will eventually lead to customers' retention which will optimally bring out increase in profits across a wide range. The profits (income and proceeds) of every organization will significantly increase as they are attracting new customers without losing existing ones. Organizations are established to provide quality and essential services that will make the customers happy. Zeithml and Bitner (2003) stated that in retaining customers, it is important to deliver quality service that is distinct and consistent with the organizational value scheme and brand. Walsh, Groth and Wiedmann (2005) added that organization who strives to retain and satisfy customers requirements, will sure increase in profit. Uncles, Dowling and Hammond (2003) added that in a situation where an organization has an outsized number of customers with limited increase rate for customers' retention, there will still bbe a progression in the profit level. Hence, for every organization to survival the competitive world, it is important to develop an effective customer retention strategy that that will meets the needs, aspiration, demands and requirements of the customers. This can be represented below: 
Source: Adapted from Virtuous Circle in Management

Customer Loyalty
The role of customer loyalty cannot be quantified in keeping business thriving. The success of every business is the ability to consistently follow up the purchasing decision in a way that has a positive effect on the customer. Effective follow-up begins instantaneously after the sale, when organization calls to recognize and appreciate the customer for patronizing them by aying "thank you" and find out what or how they feel about the product or service. Customer loyalty can also be seen as a new form of directing organizational resources (Petasis and Opoku-Mensah, 2009 ) and employees to a structure that can reliably, dependably and consistently satisfy the customers (Tumi, 2005) . According to Varki, and Colgate (2001) , customer loyalty begins by letting the customers know what the company values about them (the customers). This can be expressed in form of a memo, newssheet, bulletin, newspaper, newsletter mailed to their current customers, and at the same time, it can be in form of a phone call (more of informal). It becomes important for organizations to inform the respective customers on the excellent services provided and made available for the customers. Sending gifts can also be an excellent follow-up tools for building customer loyalty. Organization can also build customer loyalty by sending interesting gifts such as regular customers birthday cards, anniversary cards, holiday cards, seasonal cards, etc. in order to promote an excellent follow-up tools (Ndubisi, 2005) .
Customer loyalty is won by providing extra service for the customer Organizations must assess individual needs and determine how to meet those needs better than the competition does. Lucas (2005) affirms that as long as organization continues to provide excellent and quality customer service delivery and dealing with displeasure/discontent instantaneously, customer loyalty and retention will reliable. The following equation conveys this idea:
Quality product / effective service delivery + Proactive relationship building + Elimination of displeasure/discontent + identification/Resolution of complaints + implementation and feedback = Customer satisfaction and loyalty Traditionally, customers will remain loyal to a product, service or organization that they believe meets their needs. Even when there is an actual or perceived breakdown in quality, many customers will return to an organization that they believe sincerely attempts to solve a problem or make restitutions on an error. Customer loyalty is a passionate thing that is classically based on customer values and expectations in sustaining a relationship with the organizations and these relationships should be purely based on conviction and trust.
Approaches to Measuring Customer Loyalty
According to Bowen and Chan (2001) By implications, more organizations are recognizing the importance of satisfying and retaining customers. Satisfied customers constitute an organization's relationship capital. If an organization were to be sold, the acquiring company would have to pay not only for the plant and equipment and brand name but also for the delivered customer base, namely, the number and the value of customers who would do business with the firm (Zineldin, 2006) . Thus, although much current marketing focuses on formulating marketing mixes that will increase sales and new customers, an organization's first line of defence lies in customer retention. And the best approach to customer retention is to deliver high customer satisfaction that results in strong customer loyalty.
Research Hypotheses
The following hypotheses were formulated for the purpose of this study:
Ho 1 : There is no relationship between customer service and customer satisfaction. 
Methodology
A study research design was used for this research project. A sample of one hundred and fifty (150) respondents was selected using the random sampling technique. The respondents were administered questionnaires to obtain primary data on the topic of discussion. Primary and secondary data were used. Primary data was obtained with the use of questionnaire as the research instrument. Secondary data was obtained from texts, articles, and journals on the research topic. This study is based on the GSM operators in Nigeria.
For reliability, relevance and specification, three organizations are being made use of; MTN Nigeria, CELTEL Nigeria (formally Vmobile until recently) and GLOBACOM. The above-mentioned organizations have been specially selected for this study because they are the most widely known and used GSM operators in Nigeria. In the course of this study, emphasis will be made on their historical development, the quality of their service to their customers and its effect on the actualization of their SIM packs.
Data Analysis and Interpretation
This study was designed to find out the effectiveness of customer service in the retention of GSM SIM packs using a comparative analysis. A total of 150 questionnaires were administered to the academic staff and students of Covenant University, Ota, from which only 132 were returned and properly filled. The relationship between customer service and customer satisfaction was investigated using Pearson product-moment correlation co-efficient. There is a strong positive correlation (. 549) between the two variables (r=. 549, n=132, p< 0.01) Decision: Observing the two-tailed test, there is a significant relationship (.0001) between the two statements. Therefore the null hypothesis (Ho) is rejected which therefore implies that there is a relationship between customer service and customer satisfaction. For customer satisfaction to be achieved, customer service has to be effective.
Hypothesis II:
This second hypothesis is to determine if based on the analysis of the options selected by the respondents it could be inferred that there is a relationship between effective customer service and customer retention. Responses from question 18 and 20 were made use of. You derive satisfaction as regards to the total service rendered by your service provider.
Customer service rendered by your service provider can be described as effective.
You derive satisfaction as regards to the total service rendered by your service provider.
Correlation is significant at the 0.01 level (2-tailed). **. You will retain your GSM Sim pack as a result of the coverage of your service provider.
You will retain your GSM Sim pack as a result of the coverage of your service provider.
Correlation is significant at the 0.01 level (2-tailed). **.
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The relationship between effective customer service and customer retention was investigated also using Pearson product-moment correlation coefficient. There is a strong positive correlation (. 506) between the two variables (r=. 506, n=132, p< 0. 01) Decision: Observing the two-tailed test, there is a significant relationship (.0001) between the two statements. Therefore the null hypothesis (Ho) is rejected and it is concluded that there is a relationship between effective customer service and customer retention. Customer retention can only be said to have been achieved when customers believe that their service providers, in order to retain them, are effective in the services being offered e.g. adequate network coverage.
Hypothesis III:
The testing of the third hypothesis is to ascertain if there is a relationship between customer gender and customer service. Responses from question 1and 20 in the questionnaire were extracted and are being made use of.
Table 4: Analysis of Hypothesis III using Correlation
The relationship between gender and customer service was investigated using Pearson productmoment correlation co-efficient. There is a negative correlation between the two variables. (r= -. 033, n= 132, p<. 0005) Decision: Observing the two-tailed test, there is no significant relationship (.704) between the two statements. Therefore, the null hypothesis is accepted and concluded that there is no relationship between customer service and gender. How appropriate a customer views the effectiveness of the customer service of his/her service provider which will eventually lead to the retention of his/her GSM SIM pack is not a function of gender/sex.
Hypothesis IV:
A one-way between groups analysis of variance was conducted to explore the effectiveness of the level of customer service. Table 5 : Analysis of Hypothesis IV using ANOVA Since 0.002 is less than 0.01, which is the level of significance being used for this case study, it is appropriate to say that there is a significant effect of the type of service provider on customer service.
Decision: Observing the table above, F-cal (6.719) at 0.002 sig. level shows that there is significant difference, so we reject the null hypothesis (Ho) and conclude that there is a difference in the level of customer service among GLOBACOM, CELTEL and MTN. 
Empirical findings:
The following findings are based on the analysis of data collected and analyzed upon;
a) It was revealed that for most respondents, their loyalty to their service providers is as a result of the quality of service provided as a total of 76.5% choose both agree and strongly agree. Of the remaining 23.5%, 11.4% disagree implying that one or two of GSM operators used for this study need to improve their service quality. b) From the hypotheses tested, there is a relationship between customer service and customer satisfaction, customer retention; there is no relationship between customer gender and customer service and there is a difference in the level of effective customer service among GLOBACOM, CELTEL and MTN.
Conclusion and Recommendation
The findings of this study further establish the view that effective customer service has a positive effect on the retention of any given product. The results of the questionnaires administered helps to reaffirm this view. In conclusion, there is a shift in many organizations from acquisition/transaction to retention/relationship. What better way to achieve this than through customer relationship management which is basically a genuine concern to meet or exceed the expectation of customers and to provide excellent service in an environment of trust and commitment to the relationship.
Based on the findings and the background information obtained during the course of the study on the effectiveness of customer service in the retention of GSM SIM packs, the following recommendation were made in order that service providers can improve their customer service effectiveness:
Customer service rendered by your service provider can be described as effective. 1) There is an imperative need for the various service providers to determine the optimal customer service effectiveness to prevent the occurrence of dissatisfaction of customers thereby leading to an increasingly lower retention rate. 2) In addendum to the above-mentioned point, it is advisable that every service provider that views effective customer service as a necessity for customer retention should become engaged in customer relationship management i.e. building strong relationship with their customers.
Suggestions for Further Studies
For further studies into the effectiveness of customer service in the retention of any given product -it is recommended that a larger sample size be used to at least represent the geographical coverage of the country. Secondly, given that large number of customers may leave, there is the need for the telecommunication sectors to seriously step up its research into why customers should keep another GSM sim with another operators and address the shortfalls as quickly as possible. Another issue that could also be considered for future research is under what circumstance one can argue that customer service has improved performance of the telecommunication industry. 
